[bookmark: _GoBack][image: ][image: ][image: ][image: ][image: ]

[image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ]


image7.png
7. Keyoniis fl

ping television stations. He sees a commercial for Adidas; five hours later, he sees a commercial for Under Armour. His memory of the Adidas commercial
overshadows his recall of the Under Armour commercial. Keyon has experienced
O A.ahalo effect.
O B. retroactive interference.

O C. proactive interference.
O D. amisinformation effect.
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2. Research shows that consumers under conditions of time constraint are more likely to choose higher-quality, higher-priced brands over lower-quality brands. This
tendency can be explained by a phenomenon known as

O A heuristic processing.

O B. winnowing.

O C. systematic processing.
O D. framing.
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12. An ad has reached the point of

O A maximum impact
O B. exhaustion

O C.fatigue

O D. wear out

when it has been seen so many times that it no longer triggers recall of favorable feelings from viewers' long-term memory.
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20. Which of the following statements made by Piper represents the affective component of her attitudes toward grapes?

O A. *Grapes are low in calories."

O B. "l usually buy a pound of grapes when | am in the grocery store."
O C. "llike grapes.”

O D. "Grapes are good for you."
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4. The is the self defined in terms of an individual's more important possessions.

O A ideal self

O B. extended self

O C. real self

O D. reference-group self
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19. theories of motivation suggest that behavior is innate and is a result of impulses with which humans are born.

O A Instinct
O B. Drive

O C. Cognitive
O D. Arousal
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16. A commercial for Sure brand of antiperspirant employs the function when it suggests that failure to use the brand may result in situations where the individual
is socially embarrassed by the presence of body odor.

O A. utilitarian

O B. knowledge

O C. value-expressive
O D. ego-defensive
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1.

The Myers-Briggs type indicator is a well-known instrument for measuring

O A. aperson's activities, interests, and opinions.
O B. the self-concept.

O C. cultural and lifestyle values.

O D. personality traits.
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15. The inability to perceive all of the stimuli that compete for a person's attention is a result of

O A selective attention.

O B. selective exposure.

O C. perceptual vigilance.
O D. perceptual overloading.




image12.png
18. Geico's gecko and AFLAC's duck portrayal in commercials exemplify cases where liking an ad translated into positive attitudes toward the product. This effect is
explained by the models.

O A. attitude-toward-the-ad

O B. attitude-toward-the-behavior
O C. attitude-toward-the-brand
O D. attitude-toward-the-object
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3.

In the realm of consumer product evaluation, if a consumer selects an item for its social or psychological attributes, such as its stylistic or self-expressive properties,
this aspect of product performance is called performance.

O A evaluative
O B. expressive
O C. instrumental
O D. determinant
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17. The tendency of people either to seek or to avoid thrilling, challenging activi

s is called their
O A optimal stimulation level.

O B.level of cognitive dissonance.
O C. subliminal threshold.

O D. marginal propensity to consume.
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1. The process of selecting, organizing, and interpreting sensations into a meaningful whole is known as

O A. motivation.
O B. personality.
O . attitude formation.
@ D. perception.
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6. theories suggest that tension reduction is the primary goal of behavior.

O A. Cognitive
O B. Arousal
O C. Instinct
O D. Drive
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13. When individuals come into contact with environmental stimuli either accidentally or through their own deliberate goal-directed behavior, has occurred.

O A. interpretation
O B. exposure
O C. sensation
O D. attention
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14. In studies that attempt to reveal meaningful associations between personality traits and consumer product preferences, marketers should

O A select a clinical multi-trait personality inventory.
O B. modify an existing standardized clinical personality test.
O C. merely speculate which specific traits are likely to influence purchase.

O D. construct a tailor-made test that measures those traits deemed likely to influence purchasing.
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10. When James buys one brand of wine for his nephew's house-warming party and a different brand for his aunt's birthday, he is being influenced by the situational
variable known as

O A physical surroundings.
O B. social surroundings.
O C. antecedent state.

O D. task definition.
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8. Tahani believes in buying and consuming fresh fruits and vegetables. When she buys these items in the store, she always searches for organic brands. Tahani is
reflecting

O A self-product congruence.
O B. symbolic self-preservation.
O C. self-role portrayal.

O D. symbolic role-initiative.
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9. Saulis a mature, satisfied, comfortable, and reflective individual who is well educated and seeks out information when making decisions. He values order, knowledge,
and responsibility. In terms of the eight VALS segments, Saul is a/an

O A.innovator.
O B. achiever.
O C. thinker.

O D. experiencer.
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5. According to McGuire, the six sequential steps through which an individual passes to be effectively persuaded are

O A presentation, attention, comprehension, yielding, retention, and behavior.

O B. awareness, presentation, attention, comprehension, retention, and behavior.
O C. interest, attention, comprehension, yielding, retention, and behavior.

O D. attention, presentation, comprehension, retention, yielding, and behavior.




